the trouble and the dirt of having a pet dog.' She was puzzled by the fact that I still did not understand what she was talking about and clarified it once more: 'It is like a real dog. You can take it out with you to the street. You just have to put batteries in it. ' Later, I was surprised to find out that 'Go Go Dog' really was a battery-operated dog about 50 cm in height that was sold in some big department stores within a price range of DM99 and DM139. It had a leash and would walk with you when you switched it on. Since then, I have only encountered two other instances of anyone walking with a 'Go Go Dog' on the streets, but in the meantime German Turks started walking their real pet dogs in Berlin. Pet dogs are currently enjoying increasing popularity among German Turks in Berlin.
In Germany, 42 per cent of households own at least one pet (Neue Zeit, 8 December 1992). In 1996, there were 5.9 million cats and 4.9 million pet dogs costing their owners an annual amount of DM4.3 billion annually (Süddeutsche Zeitung, 16 January 1996) . Berlin Pfeil, 1988) . These refer to groups of people with occupations that are a product of the massive expansion within the services and whitecollar sectors. Defined as a new class of intermediaries (Pfeil, 1988) they are particularly active in the sectors concerned with the production of symbolic goods and services -publishing, journalism, advertising, design, cinema. The new bourgeoisie, which has a relatively high economic and cultural capital, is located 'within a cultural space which sits somewhat uneasily between the life styles of the old bourgeoisie and those occupied by the intellectual classes' (Lee, 1993: 165). Pfeil (1988) notes that these groups, with their relative economic affluence, have 'an access to the full means of modern commodity consumption and to the material and cultural opportunities that such consumption may afford ... From these consumption classes, those to be found within the lower echelons of the service class, who have less social capital and rather impoverished cultural capital, are identified as new petit bourgeoisie (Bourdieu, 1984) . Commodities and consumption practices have a pivotal role in these social groupings' attempts to create a space of cultural recognition for themselves, and to stabilize their unstable social space (Lee, 1993 (Soysal, 1994 (Bourdieu, 1984) , different groups of German Turks develop several strategies.
One of these strategies is adopting life-styles encoded in the images of consumer goods that act as markers. Manipulation of consumer goods plays an important role in these strategies. Goods have a privileged role, especially in a world where images of life-styles are attached to goods and material objects, more than ever serving as a pivot around which identities are constructed and asserted (Miller, 1987: 124 
